
Celebrating 21 years during 2019, Whisky Magazine together 
with its website www.whiskymag.com is devoted exclusively 
to whisky bringing news, features, reviews and, of course, 
tastings of the very best whiskies. To ensure Whisky Magazine 
targets the wider audience, it takes pride in celebrating the 
whiskies of the world throughout the year, in print, digital, 
online and in person via our World Whiskies Awards, Icons of 
Whisky and Whisky Live.

KEY FACTS
�  �8 editions per year
�  �32% delivered direct to subscribers’ home addresses
�  ��Global distribution: 

40% UK & Europe;  
52% US & Canada;  
8% ROW

�  �Regular social media posts to our followers on: 
 @WhiskyMagazine 16,000 followers 
 @Whisky_Magazine 10,000 followers 
 @Whisky_Magazine 10,000 followers

�  �www.whiskymag.com  recieves 115,000 unique users per 
month (25,000 regular users* / 90,000‘new’** users)

READERSHIP 
�  �Readership of 68,270
�  �Average age of reader 40 years with 75%  

between ages 35-65 years
�  �80% drink whisky more than twice a week
�  �64% buy themselves more than 11 bottles of whisky each year
�  �Readers, on average, spend between £45-£75 on a bottle of 

whisky for their regular dram.
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READERSHIP SURVEY RESULTS
CIRCULATION	
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TESTIMONIALS
“Creating maximum awareness to both the whisky enthusi-
ast and the wider consumer, promoting our brands in Whisky 
Magazine has complemented our generic campaigns”

“As targeting the US and Mainland Europe is key for consum-
ers in these regions, Whisky Magazine plays a major part in 
our campaign delivering exactly to this audience”

Distillery Focus  Lindores Abbey
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W
hen spirit first 

flowed from the 

stills of Lindores 

Abbey Distillery 

on 13 December 

2017 a historical connection going 

back more than 500 years was 

triumphantly restored. For Lindores 

was once home to the famous Friar 

John Cor, who features in the earliest 

known reference to Scotch whisky, 

dating from 1494. The Exchequer 

Rolls record – in translation from the 

original Latin - “…eight bolls of malt 

to Friar John Cor wherewith to make 

aqua vitae for the king.” The monarch 

in question was King James IV and 

eight bolls equates to around 500kg 

in modern terms. It is estimated 

that this would probably have been 

sufficient to produce the equivalent 

of 400 70cl bottles of whisky.

Lindores Abbey had been founded 

in 1191 by David Earl of Huntingdon, 

on land overlooking the estuary 

of the River Tay, on the outskirts 

of the present town of Newburgh 

in Fife. The monks who built the 

abbey came from Kelso Abbey in 

the Scottish Borders and were 

Benedictines of the Order of Tiron, 

France. The Tironensian monks 

were practical men who practised 

farming, gardening, brewing and 

distilling, and were also craftsmen 

and teachers.

Abbey life came to an end, 

however, with the Reformation 

of the 16th century, when 

Scotland broke with the Papacy 

and developed a predominantly 

Calvinist national church, which 

was strongly Presbyterian. During 

the Reformation, Lindores Abbey 

was attacked and damaged on two 

occasions, and by the 1560s, the 

abbey was in ruins, and became a 

valuable source of red sandstone for 

new buildings around Newburgh. 

The notion of restoring whisky-

making to Lindores came from Drew 

McKenzie Smith and his wife Helen, 

with McKenzie Smith explaining, 

“My great-grandfather bought the 

Lindores Abbey farm in 1913 and my 

grandfather gifted to my mum when 

she got married.”

WORDS GAVIN D. SMITH

PICTURES CHRISTOPER COATES

Restoring a spiritual link to Scotch’s past

Whisky People  The Balvenie 

Whisky People  The Balvenie 
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WORDS 

PHOEBE CALVER

Facing page, from 

top to bottom:

Dinner with The 

Balvenie; David 

Stewart handing 

Kelsey McKechnie 

her copper dog; 

Kelsey being 

interviewed on the 

River Thames

They say that you will 

always remember your 

first official whisky 

tasting – I’d be inclined 

to agree – and mine was 

quite the experience. Joining David C. 

Stewart MBE, Balvenie malt master and 

his newly announced protégé, Kelsey 

McKechnie, alongside a select few 

enthusiasts and experts for an evening 

to celebrate ‘A Moment in Time’. 

The festivities began – and eventually 

ended – at the Stafford Hotel in St 

James, London, providing the perfect 

setting for speculation to begin on what 

the evening ahead would hold. First up 

was a boat trip along the Thames, with 

an unexpected destination awaiting us. 

An hour later, feeling warmed by 

the evening sun and a dram of The 

Balvenie Caribbean Cask, we arrived at 

the Greenwich Observatory, a perfect 

setting to celebrate the beginning of a 

 Witness a changing of the guard at  

The Balvenie

new era for the brand. Now this was 

an experience in a tasting like no other, 

specifically crafted to celebrate a taste 

of the DoubleWood collection in what 

is its 25th year, while looking up to the 

night sky over the distillery in Dufftown.   

But of course, the main reason we 

had all been brought together was yet to 

be officially revealed and the excitement 

surrounding it was palpable. 

The announcement from David – who 

is currently celebrating his 56th year 

in the industry – signalled a moment 

of change for Balvenie, with the 

appointment of apprentice malt  

master, Kelsey. 

The chemistry between the two 

was clear to see and continued to be 

a delight to witness the next morning, 

while sat in the American Bar of the 

Stafford Hotel with the duo. 

“We’ve spent the past few weeks 

having to keep it a secret, I would see 

David in the canteen and pretend I 

didn’t know him,” laughed Kelsey. “It’s 

great to be able to relax and enjoy  

it now.” 
“It wasn’t a difficult decision,” 

continued David. “Both myself and 

master blender, Brian Kinsman had 

worked closely with Kelsey and she was 

the obvious choice for the role, with  

the perfect training and experience in 

the company.” 

Despite two very different 

introductions to the industry, the two 

have a unified mindset when it comes to 

the direction of Balvenie. 

“My background is in biomedical 

sciences, however, I quickly realised 

that was not where my passion laid and 

went on to gain a masters in distilling 

and brewing,” Kelsey explained. “This 

role is something I’ve dreamed of and 

always wanted to be able to do, I love 

nosing, tasting and being involved in the 

blending team. 

“Everyone at the distillery and the 

William Grant family as a whole, has 

such a huge sense of pride in their 

work and that brings with it a lot of 

responsibility as well as excitement 

about what’s to come.”

During the past eight years, David 

has worked solely on The Balvenie 

brand, refreshing the entire range. 

“I am immensely proud to have held 

this position in such a great family 

company and now I have a wonderful 

opportunity to support Kelsey in the 

beginning of her journey,” he added.   

    Of course, with such a vast amount 

of knowledge to hand over to his 

apprentice, the two face no mean feat 

when it comes to ensuring nothing  

is lost. 
“I have so much to learn, but I am 

in an incredibly fortunate position,” 

affirmed Kelsey. “David doesn’t realise 

just how much of his expertise he 

passes on to me when we are working 

side by side, it really is wonderful.”

The two will continue to work 

together with their shared innovative 

spirit for the next few years, until a 

natural point presents itself for the 

reins to be completely passed across  

to Kelsey. 
David continued, “I will gradually 

let Kelsey do more and more, which 

will allow me to take a back seat. I’m 

looking forward to working together 

and working ahead on products over 

the coming years, we both like to have 

three or four projects on the go as 

nothing happens quickly and we have to 

be prepared.”

During the previous evening, we 

had been given an insight into the 

innovative capabilities of this pairing. If 

we had ever needed proof that the right 

decision had been made, it was found in 

that glass, that we may or may not see 

on shelves in the future. 

One thing is for sure, as the Balvenie 

DoubleWood enters a new chapter and 

the new apprentice malt master steps 

into the limelight, the brand has a lot to 

be excited about. 

“So far, it has been an amazing 

experience,” added Kelsey. “We’re 

working away on lots of little 

experiments and innovations in the 

background, anything that tickles our 

fancy really and I’m truly excited to see 

what will come of them.”  
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